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Abstract 
The aim of this study is to review of concepts, theories and models 
related to consumer intentions. In doing this, the objective is to explore and 
explain the determinants of online vegetables/fruits repurchase intention based 
on literature review which  used Stimulus-Organism-Response (SOR) Model 
and Theory of Planned Behaviour as basic concepts approach to put forward 
hypotheses for next research on consumer intention. Many research in the past 
examined variables as antecedents and predictors of repurchase intention. This 
literature study refers to the repurchase intention framework with a content of 
reputation, emotion, perceived risk, subjective norms, attitude, and perceived 
behavior control. The authors explore variables on these concepts, data for this 
study were generated through secondary data from many sources including 
paper, journal, textbooks, databases, and websites, etc. The literature review 
found that there is a positive relationship between reputation and emotion 
towards online repurchase intention, and perceived risk give a negative 
influence to online repurchase intention. The reputation of e-retailers is very 
important as it has a positive impact on online repurchase intention of e-
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shoppers in the future. Subjective norms have a direct significant impact on 
buying intentions. Subjective norms influence attitudes toward buying 
intentions. That attitudes and perceived behavior control are better predictors 
of intentions when the social environment is more conducive and supportive 
to perform a behavior. The present study found that perceived behavioral 
control significantly influences willingness to online repurchase intention 
toward fresh vegetables or fruits. Hence, the study provides the summary of 
existing literature related to repurchase intention for better understanding and 
helps to frame the hypothesis for future research. While some outcomes may 
be significant to marketing practice, the overall goal of such research is to 
achieve a better understanding of consumer behavior. 
 
Keywords: Emotion, Online, Perceived Risk, Repurchase Intentions, 
Reputation. 
 
1. Introduction: 
Repurchase intention of customers are the outcomes of some company 
efforts. Repurchase intention is among the most researched concept and the 
most important construct in practice now. Morwits et al., (2007) stated that 
many researchers use repurchase intention as a predictor for purchase 
behavior. A company always use repurchase intentions to make a prediction 
on sales in a variety marketing activities such as handling service management 
(Pereze et al. 2007), increase advertising effectiveness (Bird & Ehrenbert, 
1988) and introduce a new product (Silk & Urban, 1978). 
An online vegetables and fruits business operates anywhere in the 
word with the same principle. There is no deviation to the core of its operation. 
Online vegetables and fruits business is a startup that is growing very fast now.  
A lot of young businessmen are contemplating to start their online vegetables 
and fruit selling. The e-commerce business as a whole has increased 
tremendously over the last few years.  Products of groceries including fruits 
and vegetables are now one of the many product categories that are being 
offered online. Various business models of vegetables and fruit online selling 
are: pick up fruits and vegetables from nearby outlets and delivery to the 
customer or pick up vegetables and fruits from farmers and delivery to the 
customer. As the trend of online business shopping began to develop, in the 
category of online grocery shopping there are several things that need to be 
anticipated. Market observation to various countries in the world shows that 
people prefer shopping directly to the store rather than other shopping 
methods. In fact, in most developed countries that have rapid growth in the 
online shopping industry, it is still not successful in developing sales of 
groceries products.  In any country, the online shopping industry that offers 
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groceries products has not developed rapidly. As with other products such as 
electronics, gadgets and other items that show improvement. 
This theoretical research attempts to turn back the pages in literature, 
to understand the concepts and existing theories in the consumer buying 
behavior. This literature review refers to Stimulus-Organism-Response Model 
(Mehrabian & Russel, 1974) and the Theory of Planned Behaviour (Ajzen, 
1985), especially the actualization of online repurchase intention in vegetables 
and fruits e-commerce. This practical implication of the literature study in the 
vegetables and fruits e-commerce is extending past empirical research of 
online repurchase intentions. Focusing on three critical constructs on 
reputation, perceived risk, and emotion, this paper explores how the practical 
implications of these three constructs in vegetables and fruits e-commerce 
would influence online repurchase intentions. 
 
2. Stimulus-Organism-Response (SOR) Model 
SOR model was developed by Mehrabian and Russel (1974). In SOR 
Model, Environment as Stimulus is related to the individual‘s response 
(Response) and mediate by emotional states (Organisms). Responses to the 
environment can be considered as either approach or avoidance behaviors. 
Baker et al., (1992) and Viera (2013) suggested that the SOR Model can be 
adopted to understand the effect of environment on consumer behavior.  Past 
research in retailing had adopted SOR Model and introduced Stimulus 
Organism as a set of mediating variables and behavior responses (Spies et al., 
1997; Turley and Milliman, 2000; Yoo et al., 1998). The model indicated that 
environment as Stimulus factor can influence the consumer mood which 
evokes behavior response. Even though most past research had adopted SOR 
Model in retailing, the results are inconsistent and no general model has been 
introduced. Rosenbaum and Montoya (2007) stated that consumers who 
experience the environments might provide varied responses to the 
environment.  
In this study, the stimulus is a characteristic of an agribusiness e-
commerce environment, namely reputation that influences consumer 
emotional responses. Organisms refer to internal processes and structures as 
intervening between external stimuli with people and the final actions, 
reactions, or responses emitted. Whereas response consists of processes and 
structures that intervene perceptual, physiological, feeling, and thinking 
activities (Bagozzi, 1986). 
The original S-O-R model focuses on Pleasure, Arousal (passion) and 
Dominance (PAD). PAD represents affective, emotional and cognitive 
conditions and processes and mediates the relationship between stimulus and 
individual behavioral responses (Mehrabian and Russell, 1974). In this study, 
positive emotional responses refer to consumers' positive feelings about the 
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characteristics of the retail environment and represent the affective aspects of 
the organism's components as defined by Bagozzi (1986). The response in the 
S-O-R paradigm represents the end result and the final decision of the 
consumer, which can be an avoidance approach or behavior (Sherman et al., 
1997). 
Stimulus
Mediating Variables
Emotional States
Response
Environment 
Stimulus
Pleasure
Arousal
Dominance
Approach or 
Avoidance
 
 
Figure 1 SOR Model (Mehrabian and Russel, 1974)  
 
Approach behavior and the focus of the research represent positive 
action that may be directed to certain settings. For example, the intention to 
stay, browse, and make purchases can be a positive final action by consumers 
(Bitner, 1992; Mehrabian and Russell, 1974). Impulse buying behavior 
represents the approach aspect of the response component. This study focuses 
on positive emotional responses and approach behavior (repurchase 
intentions) because retailers generally try to create conditions that can generate 
positive feelings among consumers to encourage buying behavior. According 
to the theoretical framework, the individual nature of hedonic motivation was 
added as a moderator for the relationship between the characteristics of the 
retail environment and positive emotional response to these characteristics as 
suggested by previous studies (Massara and Pelloso, 2006; Ng 2003; Turley 
and Milliman, 2000). Researchers have suggested that environmental 
variables such as ambient, design, and social characteristics contribute to the 
perception of hedonic benefits associated with shopping experiences (Park, 
Kim, and Forney 2006). 
 
3. Theory of Planned Behaviour 
Ajzen (1985) developed TPB to explain the factors that determine 
behavioral intention of a person's attitude towards the behavior as shown in 
Figure 2. The first two factors are the same as TRA (Fishbein and Ajzen, 
1975). The third factor is known as perceived control behavior where users 
feel that there is a limit to their behavior. 
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Figure 2 Theory of Planned Behaviour (Ajzen, 1985) 
 
TPB in Chau and Hu's (2002) study notes that social norms and 
behavioral intentions to use technology are negatively correlated and do not 
support social norms that influence behavioral intentions. Shih and Fang 
(2004) also examined the internet banking adoption with the Decomposed 
TPB and TPB approaches and found that it was in line with Venkatesh and 
Davis (2000) findings that subjective norms tend to have a significant 
influence on behavioral intention to use in mandatory environment, while the 
effect can be insignificant in a voluntary environment. 
 
4. Online Repurchase Intention 
The use of the Internet for retail shopping has grown rapidly in recent 
years and has a profound influence on the shopping process for many 
consumers.  Many cases were taken and purchased completely online (Brown 
et al., 2003). Furthermore, to understand the online shopping behavior 
mindset, online marketers are always compelled to explore the determinants 
of customer buying intentions online. The intention of purchase is the final 
consequence of a number of variations in the context of online shopping (Ling 
et al., 2010). Pavlou (2003) observes the intention of online purchases to be a 
more appropriate measure of intention to use a website when assessing 
consumer behavior online. Because online transactions involve sharing 
information and buying actions, buying intention will depend on many factors 
(Pavlou, 2003). The intention of a customer's purchase means the customer 
falls on the product and there is a possibility that he will buy it (Dodds et al., 
1991; Afzali and Ahmed, 2016) and may change from certain products in one 
industry to another (Szymanski and Henard, 2001). 
Intentions consist of motivational components of behavior (purchase) 
and are characterized by the degree of efforts one exerts to perform this 
behavior (Shim et al., 2001). A short intense flow state can move consumers 
to buy in a convenient manner by providing feelings of dominance that result 
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from the flow while reducing the amount of deliberation time necessary before 
buying (Smith and Sivakumar, 2004). Shim et al. (2001) show that intention 
to use the Internet to search for information for search goods is not only the 
strongest predictor of Internet purchase intentions but also mediates the 
relationships between purchase intentions and predictors such as attitudes 
toward online shopping, perceived control and online purchase experience. 
Chang, Eckman, and Yan (2011) conducted a study based on the 
Stimulus-Organism-Response (SOR) model to examine the direct and indirect 
effects of retail environmental characteristics on the impulse of buying 
behavior. The three characteristics (ambient, design, and social) of the retail 
environment affect the positive emotional response of consumers who, in turn, 
are affected by the impulsive behavior to buy. This study found a direct effect 
of (a) environmental characteristics/design of the retail environment on 
consumer positive emotional responses to the retail environment and (b) 
consumer positive emotional responses to the retail environment on impulsive 
buying behavior. Hedonic motivation moderates the relationship between the 
social characteristics of the retail environment and positive consumer 
emotional responses. 
Kim and Lennon (2013) investigated cross-cultural differences in the 
impact of online retailer reputation and retail quality on consumers’ emotional 
and cognitive (i.e. perceived risk) reactions, which lead to purchase intention, 
based on stimulus-organism-response (S-O-R) model. The results indicate that 
while the overall mechanism underlying the decision-making process is 
similar for the two countries, differences are found in the relative importance 
of the factors determining consumers’ cognitive and emotional reactions as 
well as their intention to purchase online. 
According to Cronin and Morris (1989) and Cronin and Taylor (1992), 
the purpose of repurchase intentions, referring to the psychological 
commitment to the product or service that arises after using it, generates ideas 
for consumption again (Jones and Sasser, 1995) found that repurchases 
intention is very important for store profit and evaluation. (Seiders et al., 2005) 
show repurchase intention refers to the extent to which consumers are willing 
to buy a product or service again. Simple, objective and easily observed 
expected buying behavior (Collier and Bienstock, 2006) also show that 
repurchase intention is not only possible to tend to buy the product, but it may 
also include the intention to recommend this to relatives and friends. 
 
5. Reputation 
The reputation of an e-agribusiness retailer is defined as the collective 
total of all previous transactions from retailers and requires the consistency of 
retailer's actions over a long period of time (Herbig and Milewicz, 1995). In 
this case, reputation is formed by the flow of information from one user to 
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another user, which creates a halo effect that can be an external reference 
source (Jin et al., 2009). The halo effect can finally generate a favorable 
response in consumers even if the performance is not satisfactory. 
Furthermore, retailers' reputation influences consumer purchasing decisions as 
consumers are more likely to buy from established and reputable retailers than 
from unknown retailers (Lee and Shavitt, 2006). Reputation acts as a scheme, 
which has been developed through past experience with retailers. This scheme 
forms the basis for consumer expectations about future experiences with 
retailers (Estelami et al., 2004). 
Reputation has often been suggested as a factor that reduces the risks 
perceived by consumers in sales organizations (Doney and Cannon, 1997). 
According to Chiles and McMackin (1996), companies with good reputation 
are considered reluctant to endanger their reputation assets by not fulfilling 
promises and obligations. Consumers consider a smaller risk in purchases 
from retailers who have a reputation for providing good service and quality 
products rather than from unknown retailers (Purohit and Srivastava, 2001). 
Also, the company's reputation has been found to reduce consumer concerns 
with self-disclosure (Andrade et al., 2002). These risk removers were found to 
limit a range of alternatives to well-known brands with good reputation 
(Dowling and Staelin, 1994; Van den Poel and Leunis, 1995). Lwin and 
Williams (2006) analyzed existing research on measurable risks and compiled 
a list of various risk removers in their study of perceived risks in online 
retailing. 
Although the important role of reputation as an external frame of 
reference may play in determining the organism's response and consumer 
behavior caused by stimuli in e-Comemerce, there are few studies that 
examine the effect of reputation on producing positive or negative emotions. 
While reputation is found to be a strong predictor of perceived risk (Purohit 
and Srivastava, 2001), no research so far has examined the relationship 
between e-Commerce reputation and consumer emotions. The results of the 
study have suggested that reputation may have a positive influence on 
consumer perceptions or attitudes. Lee and Shavitt (2006) speculate that store 
reputation will influence the perception of online e-commerce sites. Jin et al. 
(2008) found a significant positive relationship between corporate reputation, 
e-satisfaction and e-trust. Because online retailers do not have person-to-
person interactions that can function as an initial source of consumer 
influence, the main source of evaluating consumers from online retailers is a 
reputation that provides assurance. When this guarantee is present, it seems 
reasonable and correct to expect that consumers can experience positive 
emotions, even though this guarantee effect occurs unconsciously.  
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6. Emotion 
According to Mehrabian and Russell (1974), consumer emotions lead 
to various consumer response behaviors such as purchase intentions (Ha and 
Lennon, 2010; Wuet al., 2008) and approach behavior (Eroglu et al., 2003; 
Menon and Kahn, 2002; Wuetal ., 2008). A number of studies have found that 
consumer emotions play a major role in purchasing behavior, evaluation, and 
decision-making processes (Ladhari et al., 2008). Research conducted by 
Baker et al. (1992) found that the emotional state of consumers is positively 
related to the desire to buy. 
According to research, emotion appears as a result of cognition 
(Scherer 1993). Lazarus (1991) further emphasizes that cognitive assessment 
is a necessity and sufficient for emotional formation. The results of the study 
indicate that the emotional response to events or stimuli is not dependent on 
events or stimuli themselves, but on the meanings that individuals give to 
events in the context of individual needs and potential coping (Frijda, 1993). 
This can explain why the same event can evoke emotions that are different 
from different individuals or why the same person can feel different emotions 
at different times when experiencing the same event. When an individual is 
faced with a different event, a specific emotion arises depending on the 
meaning a person gives to these events (Frijda, 1993). Research by Roseman 
et al. (1996) showed that expectations and fears of the outcome of events that 
were judged to be uncertain were caused by events that were considered as 
motives-consistent and certain. In studying consumers, some researchers 
investigated several aspects of the emotional-assessment relationship and 
found that consumer cognitive judgment produced consumer emotional 
responses (Nyer, 1997; Ruth et al., 2002). 
 
7. Perceived Risk 
The framework proposed by Roseman et al., (1996) explained that a 
certain combination of cognitive judgments (such as expectedness, probability 
and potential control) that determine emotions (such as surprise, hope, 
pleasure, help, liking, pride, fear, and sadness) will be experienced in certain 
situations. Perceived risk is defined as a function of uncertainty about the 
potential results of behavior in this study, we can predict that the perceived 
risk will affect consumers' emotions in online shopping situations. Based on 
this, the increased risk that is felt will lead to more negative emotions. 
Perceived risks refer to the spirit cost associated with customers’ purchasing 
behavior, which represents a kind of uncertainty about the future. This 
uncertainty will directly affect the consumers’ purchase intention. Due to the 
fact that network security is highly uncertain, consumers may worry about the 
illegal diffusion of personal and financial information. This will possibly 
affect their online shopping intentions. Over the past decades, perceived risk 
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has been attributed as an important factor affecting the acceptance of consumer 
online shopping, and the online shopping risk can be classified into economic 
risk, performance risk, psychological risk, and time risk (Forsythe and Shi, 
2003; Huang et al., 2014). 
Perceived risk in online shopping is felt to be an obstacle in conducting 
internet-based transactions and thus it will affect consumers' choices to shop 
online (Gerrard and Cunningham, 2003; Kim and Forsythe, 2010; Rampl et 
al., 2012). In this study risk perception (perceived risk) consists of six 
dimensions, namely: financial risk, product risk, time risk, social risk, privacy 
risk and delivery risk. Previous research has explained that all these 
dimensions influence the interest in online shopping (online shopping 
intention). 
According to studies (Thakur and Srivastava, 2015; Mwencha et al., 
2014, and Masoud, 2013) financial risk refers to the perception that a number 
of values of money can be lost and other than that consumers feel about 
insecurity regarding the use of credit cards for online shopping transactions 
(Kolsaker and Payne, 2002). According to other researches (Thakur and 
Srivastava, 2015; Mwencha et al., 2014, Masoud, 2013, Kim et al., 2008) 
product risk is a consumer perception which states that a product purchased 
may not function as expected, and that its losses incurred due to the inability 
of buyers to accurately evaluate product quality through online services 
(Bhatnagar et al., 2000). Time risk, according to the research of Thakur and 
Srivastava (2015) and Masoud (2013), includes inconveniences arising during 
the online transaction process, difficulties in communicating with the seller, 
difficulties in giving instructions and/or shipping instructions or delayed 
reception of products by consumers ( Forsythe et al., 2006). 
Social risk, according to research conducted by Thakur and Srivastava 
(2015) and Masoud (2013), refers to the perception that purchased products 
can potentially lose status within consumer social groups because of either 
product inaccuracy or disagreement about internet use as a shopping method 
(Stone and Gronhaug, 1993). Privacy risk, according to the research of Thakur 
and Srivastava (2015), Mwencha et al. (2014) and Masoud (2013), shows that 
consumers are worried about disclosure or misuse of personal data information 
by a company as stated by Kesh et al. (2002) and Sathye (1999). Delivery risk 
is the potential of shipping losses related to items lost, damaged goods and 
goods being sent to the wrong address after buying (Dan et al., 2007). Time 
risk is the perception that the value of time, comfort, or effort may be in vain 
when the product purchased must be repaired or replaced / exchanged (Hanjun 
et al., 2004). The risk of time includes inconveniences arising during the online 
transaction process, communicating with online sellers (which will require a 
lot of time), difficulty in providing a clue and / or a shipping instruction or the 
delayed acceptance of products by consumers (Forsythe et al., 2006). 
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8. Trust 
In the beginning, the concept of trust was given as a good attitude 
belief to obtain information and purchases in a commercial setting. Further on, 
beliefs and attitudes attract perceived consequences (Hosmer 1995). Trust 
empowers positive expectations that no adverse or unfavorable results will 
occur if a trustor performs a behavior (Barber 1983). In short, trust creates a 
favorable perception of the results of e-commerce transactions, thus creating 
a favorable attitude. Regarding transactions, trust creates positive expectations 
that e-commerce merchants will fulfill their promises. Thus, researches 
conducted by Jarvenpaa et al. (2000), McKnight and Chervany (2002), and 
Pavlou (2003) show that trust has an impact on intention by creating a positive 
attitude. 
According to Grönroos (2000), expectations for the behavior of both 
parties are shown in a predictable way that describes a trust or trust. Marketing 
literatures (Sirdeshmukhetal, 2002; Kim, Ferrin, & Rao, 2003; Jinetal., 2012; 
Han & Jeong, 2013) state that the achievement of customer satisfaction is 
largely determined by trust. When customers have confidence in the quality of 
services that will be provided to meet their needs, customers will decide to use 
the services and will establish cooperative relations between service users and 
service providers. 
Trusts are referred as individual beliefs in the beliefs of others that can 
be determined by their perceived integrity, virtue, and competence (McKnight 
et al., 2002; Lin, 2011). Trusts are generally considered important in the online 
environment because of the risks associated in that context (Debei et al., 2014). 
Sichtmann (2007) states that there are two requirements that must be met to 
build trust, namely suppliers must have the competence and willingness to 
deliver products or services to the expected quality. This is also stated by 
several studies that show that competence has an influence on consumer trust 
(Sichtmann, 2007). Trust has been defined as an individual's perception of an 
institutional environment derived from socially embedded practices and 
perceptions, which are produced from the past and are expected to have future 
exchanges (Grabner-Kräuter, 2009). Trust is also defined as perceived 
credibility and virtue of the target trust (Doney and Cannon, 1997; Jevons and 
Gabbott, 2010) 
 
9. Attitude 
In many studies, attitude has been shown to influence behavioral 
interest (Ajzen and Fishbein, 1980). This relationship has received substantial 
empirical support. Regarding focus behavior, attitudes toward e-commerce 
adoption are defined as consumers desire to use e-commerce channels to 
obtain information and buy products from their respective e-commerce 
traders. The theory of planned behavior has been used by many studies to 
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model organic food choices and attitudes have been indicated as significant 
predictors of purchase intention (Saba & Messina, 2003; Chen, 2007; Gracia 
& de Magistris, 2007; Setiawati et al., 2018; Shabrina et al., 2018). 
Preliminary studies have found that consumers' intention to buy organic food 
is usually a result of their positive attitude towards organic food. The more 
positive the attitude of the consumer is, the stronger the intention to carry out 
such behavior (Ajzen, 1991). A study by Saba and Messina (2003) found 
attitudes to be a significant predictor of the intention to eat organic fruits and 
vegetables. Even though, study by Fathia et al. (2018) did not find a significant 
relationship between attitude and willingness to pay for organic rice.  
Attitude is a psychological construct (Jung, 1971), which is shaped by 
cognition (thought), values (beliefs) and affection (emotions) toward a 
particular object (Hoyer and Maclnis, 2004; Dossey and Keegan, 2008). 
Thøgersen (2009) and Michaelidou and Hassan (2008) revealed that “belief” 
about the consequences (better taste, healthy, and environmentally friendly) is 
instrumental in leading consumers toward organic food consumption. Roitner-
Schobesberger et al. (2008) further stressed that health consciousness factor 
was one of the main driving forces in selecting organic food in Thailand. 
Moreover, in forming cognition process in buying products, environment 
friendliness was considered as a major element in opting for organic food in 
Norway (Honkanen et al., 2006). Furthermore, positive attitude related to 
product labeling, believability of advertising and certification from opinion 
leaders builds trust and confidence while choosing products. Trustworthiness 
was considered as major emotional variable for Italian buyers (Perrini et al., 
2010). In the light of aforementioned literature, it is hypothesized that attitude 
has a positive effect on organic food purchase intention. 
 
10. Subjective Norms 
Subjective norms are normative beliefs of a social environment when 
a person behaves. Normative beliefs have a considerable impact on people 
who influence individuals (Montano and Kasprzyk, 2008). In Subjective 
Norms, this is divided into two, namely Normative Trust and Motivation to 
obey it (Levine et al., 1999). Normative belief is someone's view of what 
others think when he does an act, while the motivation to obey is the tendency 
of a person to behave in accordance with the beliefs of a group in which he is 
incorporated (Fishbein and Ajzen, 1980).  The research conducted by 
Tarkiainen and Sundqvist (2005) states that subjective norms can influence 
behavior through attitude parameters, meaning that subjective norms can 
influence attitudes and attitudes that can influence behavior. It is also 
mentioned that a person's behavior is associated with subjective attitudes and 
norms. Zhang et al. (2015) found that community members who are more 
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committed are expected to generate positive beliefs about the product within 
the communited which influenced behavior. 
Subjective norms are related to social influences to carry out certain 
activities or behaviors (O’Neal, 2007). Subjective norms reveal the perception 
of a reference group if someone does a certain behavior. Previous research 
conducted by Tarkiainen and Sundqvist (2005), Setiawati et al. (2018) and 
Nugroho et al. (2018) found that in subjective norms are related to attitudes, 
and both can influence behavior, namely intention to buy. In 1998, Chang 
proposed an in-depth study of the influence of subjective norms on attitudes 
of individuals. Tarkiainen and Sunqvist (2005) conducted a study continuing 
previous research and they found a significant influence between subjective 
norms and attitudes, with examples of buying organic food. Another study by 
Venkatesh and Davis (2000) also found the concept of the relationship 
between subjective norms and behavior. In this theory it is said that social 
effects play an important role for a person to carry out certain behaviors and 
subjective norms are one's perceptions of the importance of doing or not doing 
a behavior. In addition there are two theories, namely Theory of Reasoned 
Action and Theory of Planned Behaviour, which reveals that the factors that 
influence the intention to behave are subjective norms. 
 
11. Perceived Behaviour Control 
Perceived behavioral control concerns with individuals’ own judgment 
about their capabilities to engage in a particular behavior (Ajzen, 1991). It 
refers to the perception of the people about available resources such as buying 
power (as organic food is comparatively expensive than non-organic food) and 
availability of time which is also quite crucial (as people need to find specialty 
shops to buy organic food) in many countries like Italy, Germany, Spain, and 
the Netherlands (Tarkiainen and Sundqvist, 2005). Thøgersen (2009) opined 
that perceived behavioral control, shaped by perceived barriers and perceived 
ability, influences organic food buying behavior. Perceived barriers such as 
price and availability are significant obstacles that hinder organic food 
consumption (Magnusson et al., 2001; Hill and Lynchehaun, 2002; Vindigni 
et al., 2002; McEachern and Willock, 2004; Padel and Foster, 2005; Krystallis 
and Chryssohoidis, 2005; Hughner et al., 2007; Rodrı´guez et al., 2008). In 
case of perceived abilities, majority of past studies have attributed income or 
financial resources as essential determinants of willingness to purchase 
organic food (Jager, 2000; Torjusen et al., 2004; Kuhar and Juvancic, 2005; 
Gracia and de Magistris, 2007; Zepeda and Li, 2007; Riefer and Hamm, 2008) 
 
12. Conclusion 
This study is a review of concepts, theories and models related to 
consumer intentions based on SOR model and Theory of Planned Behaviour 
European Scientific Journal April 2019 edition Vol.15, No.10 ISSN: 1857 – 7881 (Print) e - ISSN 1857- 7431 
 
159 
approach. The results from the SOR model revealed that there is a positive 
relationship between reputation, emotion and repurchase intention. This 
implies that the more positive reputation and emotion towards online fruits 
and vegetables, the higher the likelihood of repurchases. The results reveal 
that reputation and emotion are dominantly affecting the willingness of 
consumers to repurchase vegetables/fruits online. On the other side, based on 
theory of planned behavior approach revealed that perceived risk are less 
significant and perceived risk may have a negative impact on the willingness 
to buy. The more great the perceived risk of the consumer, the lower the 
intention to buy. This finding also supports that reputation and emotion factors 
determines repurchase intention as response. The study found that subjective 
norms have a much superior role in shaping buying intentions than what is 
generally perceived by a vast majority of researchers. Subjective norms have 
a direct significant impact on buying intentions. It is in line with the findings 
of previous studies. In addition, subjective norms influence attitudes toward 
buying intentions. Furthermore, subjective norms moderate the relationship 
between perceived behavioral control and buying intentions, and the 
relationship between attitude and buying intentions. This finding is consistent 
with the study performed by Povey et al. (2000) who found that attitudes and 
perceived behavior control are better predictors of intentions when the social 
environment is more conducive and supportive to perform a behavior. The 
present study found that perceived behavioral control significantly influences 
willingness to online repurchase intention toward fresh vegetables/fruits.  
Based on the results of these  the literature study, it is expected to be a 
source of ideas for  making a hypothetical framework regarding the research 
of  online repurchase intention for fresh fruits and vegetables in the future. It 
is hoped that these findings will enrich the analysis of factors that determine 
the online repurchase intention. 
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